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Abstract Personalized services are diffusing rapidly in online
shopping communities. However, the current understanding
of the influence of personalization is limited. This study
extends personalization literature into the area of emotions
related to intention to purchase and into the context of online
shopping. Responses from 182 online shoppers were used to
examine the impact of personalization on customer emotions
and intention to purchase. The results show that there is a
direct positive association between personalization and pur-
chase intentions. In addition, provision of personalization
features in e-shops may evoke positive emotions to online
shoppers but does not evoke nor mitigate negative ones.
Finally, our study reports that emotions influence online shop-
ping behavior either positively, through the formulation of
positive emotions, or negatively, through negative emotions.
These findings indicate that positive emotions mediate the
relationship between personalization and purchase intentions.
Our study concludes with a critical appraisal of our findings
and a discussion of prospective theoretical and managerial
implications for e-shop practitioners.
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Introduction
Interactive marketing uses personalization systems to commu-
nicate with customers on a different level, where all collected
data may be used to offer customer-tailored services. Using
transactional, demographic, and behavioral data enables the
provision of personalized services for every customer. Online
personalization has been found to positively affect customers’
reactions to different online marketing methods (Postma and
Brokke 2002), making it a reliable means of encouraging them
to increase online transactions. Personalized online environ-
ments may positively affect customers’ experiences and in-
crease their loyalty (Zhou et al. 2007).
Few studies have been conducted into the intersection of
customer behavior and its evolution while using recommen-
dations and customizable products (Coker and Nagpal 2013).
In their study of customization, Franke et al. (2009) acknowl-
edge that processes that do not require much information from
the customer (e.g., personalization) need further study. Person-
alized services may help companies to build strong relations
with their customers, although the effect of personalization on
customer retention and repurchase behavior has been under-
studied (Kwon et al. 2010). Keeping customers happy by
satisfying their needs increases their intention to purchase
again (Giannakos et al. 2011; Liao et al. 2006). Nevertheless,
past studies have revealed that personalization may not always
lead to customer retention since other factors may weaken or
transform this relationship (Chen and Hitt 2002). Customers
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receiving personalized online services may experience differ-
ent feelings, which, in turn, may be conveyed to others
through positive or negative word of mouth. Consequently,
such behavior has an impact on other customers, the service
provider and the company profits. In effect, the emotional
space of individuals has been positively associated with online
purchase behavior (Koo and Ju 2010). Additionally, emotions
may have a positive or negative influence on customers’
attitudes and behavior (Penz and Hogg 2011).
In the context of online shopping behavior, scholars
have investigated the influential role of emotions through
the lens of virtual store atmospherics (Eroglu et al. 2003;
Mummalaneni 2005). Specifically, Eroglu et al. (2003)
posit that the influence of online store environments
(atmospherics) on customers’ attitudes is mediated by
emotions. Likewise, Mummalaneni (2005) suggests that
emotional factors, such as pleasure and arousal, mediate
the influence of store environment characteristics on
shopping outcomes and behavior. We posit that emotions
may also be evoked through the process of personalizing
the content and services of the online store to user re-
quirements and likings. Personalization is considered to
be an important online store characteristic and its impor-
tance is emphasized by previous studies (Kwon et al.
2010; Lee and Park 2009). Therefore, an examination of
the mediating role of emotions between personalization
and intention to purchase is of particular interest.
This paper investigates the role of personalized services in
online shopping and provides evidence about how they affect
customers’ emotions and their intention to shop online. It is
interesting to study personalization because it may alleviate
the problem of choice; customers shopping online have a vast
number of products to choose from. Although personalization
technologies have been adopted in electronic commerce over
the years (Ho 2006), the roles of personalization and emotions
together in online shopping have been largely under-studied.
Ergo, this research seeks to explore the relationships between
personalization, emotions, and customer intention to purchase
online. Our research model examines the relations between
personalization and the two types of emotions (positive and
negative), and how these factors influence customers’
intentions.
The remainder of the paper is organized as follows. In the
next section we review the existing literature on personaliza-
tion, positive and negative emotions, and intention to pur-
chase. In “Hypotheses and model development” we present
the theoretical foundation of the research model. In
“Methodology” we set out the methodology and the mea-
sures applied for collecting data on online shopping be-
havior. “Findings” presents the empirical results derived,
while in the final section of the paper we discuss the
findings and draw conclusions highlighting theoretical
and practical implications.
Literature review
The role of personalization on formulating shopping
behaviors
Online personalization refers to providing customers with
tailored content and services based on knowledge obtained
through service and user interactions (Adomavicius and
Tuzhilin 2005). Vesanen (2007) provides a list of the different
types and definitions of personalization used in literature.
Trying to support personalization in e-commerce means deal-
ing with three problems: identifying the customer, gathering
information about the customer, and processing data to create
a customized service for the customer (e.g., recommender
systems) (Adolphs and Winkelmann 2010).
The broad field of personalization in e-commerce has been
researched extensively. Zhou et al. (2007) have posited that
personalized services may increase customer loyalty to a
certain company, Chang and Chen (2009) have found that
personalized services increase customer satisfaction with on-
line shopping, and Adolphs and Winkelmann (2010) have
provided a vast overview on the subject. In our study, we have
adopted Roberts’ (2003) definition of personalization as “the
process of preparing an individualized communication for a
specific person based on stated or implied preferences”
(p.462).
The main goal of personalization is to satisfy customers
based on their needs and wants. Previous studies have shown
that personalization affects customers’ purchase intentions.
Specifically, Ha et al. (2010) have found that providing cus-
tomized information to customers facilitates their behavioral
intentions. Thongpapanl and Rehman Ashraf (2011), who
examined the effect of information content on purchase inten-
tion, have found that it is moderated by website personaliza-
tion. Zhang et al. (2012) have posited that individualism and,
by extension, personalization have a significant influence on
purchase intention. In addition, Moon et al. (2008) have tried
to explain customers’ online purchase intentions for person-
alized products. Their findings suggest that individualism is a
major factor when it comes to personalized products and
customers’ intention to buy them. Dabholkar and Sheng
(2011), who study recommendation systems, have concluded
that the higher the use of such systems, the higher the intention
to purchase.
The role of emotions on formulating shopping behaviors
Research into the online shopping experience has traditionally
sought to explain how customers’ orientations influence their
retail evaluations and behavior (Arnold and Reynolds 2012).
Utilitarian and performance-based attributes have been report-
ed to motivate online customer behavior (Venkatesh et al.
2012); however, as customers gain online experience they
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tend to seek hedonic values as well (Bridges and Florsheim
2008). Past studies have examined these motivations in the
context of online shopping and their effect on the online
shopping experience. O’Brien (2010) and Mikalef et al.
(2013) have posited that hedonic and utilitarian motivations
impact on customers during their shopping experience. Close
and Kukar-Kinney (2010) have reported that the same two
motivations, in the form of informative and entertainment
values, will act as antecedents of purchase intentions. Simi-
larly, Chiu et al. (2012) have studied customers’ experiences
and posit that both utilitarian and hedonic values positively
affect future purchase intentions.
Given the high importance of emotions in marketing and
consumer behavior research, several insights have been pro-
vided during the last decades. In particular, scholars have
focused on affective states and their relation to customers’
decisions and behaviors (Yeung and Wyer Jr. 2004). Rose
et al. (2012) have found that customers’ cognitive and affec-
tive responses have an effect on their intentions to purchase
online. Hence, it is important to create a customer relationship,
which will in turn offer service providers the opportunity to
communicate with their customers in a personalized manner.
Zhou et al. (2012) have examined mass personalization and
posit that, by analyzing user experience, personalized services
based on affective and cognitive states can be deployed to
meet customers’ needs.
Overall, it may be concluded that customers shopping
online develop different emotions and those emotions might
be affected or triggered by the use of personalized services.
Personalization, mainly in the form of online recommenda-
tions, has a significant role for service providers when formu-
lating their online shopping strategies. To date, there is limited
understanding of customers’ acceptance of recommendation
systems and their effect on customer loyalty (Baier and Stüber
2010). Likewise, there is not enough knowledge about either
the effect of personalization systems on customer retention
(Kwon et al. 2010) nor about the different emotional aspects
that arise while shopping online (Éthier et al. 2008).
The environment of a store has been found to affect cus-
tomer emotions for both offline and online retailers (Eroglu
et al. 2003; Penz and Hogg 2011). Atmospherics and store
layout influence online customer behavior; however, the ef-
fects differ from traditional retailing (Vrechopoulos et al.
2004). Website properties, such as color, images and interac-
tivity, impact on customers’ pleasure and arousal (Eroglu et al.
2003). Arguably, emotions are a fundamental aspect of orga-
nizational life; they characterize our experiences, direct our
focus and guide our attitudinal and behavioral reactions
(Fineman 1993). Emotions are mental states that occur as a
result of certain events or one’s own thoughts, and are divided
into two dominant dimensions: positive and negative (Kuo
and Wu 2012). Positive and negative emotions are two inde-
pendent dimensions that are universal across gender and age
groups, and can be found in all cultures (Bagozzi et al. 1999).
Positive emotions include happiness, pleasure, arousal and
enjoyment, and negative emotions include sadness, confusion
and anger (Laros and Steenkamp 2005). Positive and negative
feelings may occur simultaneously in customers. It is impor-
tant to differentiate positive and negative emotions and study
them together at the same time, since they can have different
consequences and effects on behavioral intentions (Barclay
and Kiefer 2012).
Studies have found a correlation among positive and neg-
ative emotions that, depending on the situation, may be either
positive or negative (Scollon et al. 2005; Yik 2007). Both
types of emotion have an effect on how satisfied someone
feels. Kuppens et al. (2008) have found that positive emotions
have a much greater effect on a person’s satisfaction than
negative ones, contradicting the results of Chea and Luo
(2008) who found that positive and negative emotions had
no effect on satisfaction. This means that, although positive
and negative emotions are interrelated, their relationship is not
proportional and an increase in one does not imply a reduction
in the other. Likewise, Miyamoto et al. (2010) posit that
positive and negative emotions can co-occur, creating mixed
emotions. Hence, someone might simultaneously experience
both positive and negative emotions in the same situation, but
for different reasons.
In this study, we define positive emotions as the extent to
which a person feels happy, valued, and has a warm feeling.
Negative emotions refer to the extent to which a person feels
irritated, in a bad mood, and upset. The terms used here to
define emotions have been shown to be global in consumption
settings such as online shopping (Éthier et al. 2008) that may
evoke both types of emotions. Penz and Hogg (2011) have
confirmed that the online shopping experience generates
mixed emotions in customers that, in turn, might influence
their purchase behavior. In effect, positive emotions may lead
to impulse purchases (Parboteeah et al. 2009; Verhagen and
van Dolen 2011), while negative emotions are likely to dis-
tance customers from the service provider, cause regret and
trigger the intention to switch provider (Lu et al. 2012).
The need to study the role of emotions on formulating
personalized shopping behaviors
There are a large number of recent studies investigating the
effect of personalization and/or emotions in IT usage behavior
and online shopping. Table 1 summarizes a selective set of
extant studies in the area overviewing the perspectives exam-
ined in this study.
This research sheds light on the intersection between per-
sonalization and the formulation of emotions. Indeed, there is
evidence that using or receiving personalized services may
affect customers’ emotional state. The process of getting
recommendations through personalized services might
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influence the emotional space of online shoppers. If person-
alization is properly presented to customers it might produce
positive feelings, such as enjoyment (Pappas et al. 2012);
however, personalized features on a website can confuse or
frustrate customers, making them skeptical about using this
tool. Customers who are overloaded with information are
likely to develop negative emotions (Chen et al. 2009), espe-
cially if that information is based on their private data (Li et al.
2011; Pappas et al. 2013). Privacy violation is related to trust,
a fundamental factor in online shopping. When referring to
Table 1 A review of prior studies examining personalization and emotions
Author(s) Examined paths Study objectives Main results
Kuo and Wu (2012) Positive emotions➔
Satisfaction
Explores post-recovery satisfaction and post-
purchase intentions with service recovery
in online shopping from the perspectives of
perceived justice and emotions.
Positive emotions increase post-
recovery satisfaction and negative
emotions decrease it.Negative emotions➔
Satisfaction
Rose et al. (2012) Affective experiential
state➔ Online
shopping satisfaction
Develops a model of the relationship between
antecedents and outcomes of customer
experience with online shopping, including
cognitive and affective components.
Affective experiential state has a
positive effect on customers’





Extends the unified theory of acceptance and
use of technology (UTAUT) and proposed
UTAUT2.
Hedonic motivation (e.g., fun,
enjoyment) has a direct effect on
behavioral intentions.
Ha et al. (2010) Customized information
➔ Attitudes
Examines the creation of customers’
repurchase intentions by exploring
alternative explanations, studied in four
different models.
The direct effect of customized
information on attitudes was not
significant, indicating that there







Proposes and tests a model to examine how
online store beliefs examine customers’
online impulse buying.
Enjoyment may increase positive
affect but has no influence on
negative affect.
Positive affect increases customers’
urge to buy impulsively, while
negative affect decreases it.
Enjoyment➔ Negative
affect







Happiness➔ IT Use Argues that emotions are important drivers of
behavior and examines how emotions
relate to IT use.
Happiness is positively related to IT
use but excitement has no
significant effect on IT use.
Anxiety has a negative effect on





Koo and Ju (2010) Pleasure➔ Intention Examines the effects of atmospherics and
customers’ curiosity on emotions and
online shopping intention.
Both pleasure and arousal have a
positive effect on online shopping
intention.
Arousal➔ Intention
Chea and Luo (2008) Positive affect ➔
Satisfaction
Examines the effects of cognition and
emotions on customers’ satisfaction and
post-adoption behavior.









Proposes and tests a model that examines how
online product presentation methods
influence customers’ intentions to shop
online.
Increasing interactivity in a website
has a positive effect on shopping
enjoyment, which in turn
increases customers’ inclination
to shop at the website.
Shopping enjoyment➔
Attitudes towards
shopping on a website
Fiore et al. (2005) Image interactivity as a
stimulating experience
➔ Arousal
Focuses on customer characteristics that
influence hedonic values from website
features, and examines the effect of
hedonic values on emotion and customer
responses.
Increasing interactivity of a website
will have a positive effect on both
arousal and pleasure.
Image interactivity as a
stimulating experience
➔ Pleasure
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trust, emotions are present (Young 2006), and while trust is
related to other factors such as involvement and satisfaction
(Chen and Chou 2012;Martín et al. 2011), it is a distinct factor
that may affect emotions both positively and negatively
(Éthier et al. 2006). Having to choose between a great number
of options may create the fear of not being able to control
one’s behavior, or even regret for the products that were not
eventually selected (Harrison et al. 2006). When customers do
not have any particular goals for evaluation, they are depen-
dent upon their emotions in order to make a decision (Koo and
Ju 2010).
At the same time, researchers take a myopic approach
to emotions and their effects on customer behavior. In
effect, they define emotions by adopting a unidimension-
al perspective that emphasizes a particular type of emo-
tion. Happiness has been found to have a positive effect
on IT use, while excitement has no effect on it (Beaudry
and Pinsonneault 2010). Furthermore, Beaudry and
Pinsonneault (2010) examined anger and anxiety sepa-
rately and found that only anxiety affects (negatively) IT
use. Likewise, enjoyment has been found to increase
customers’ inclination to shop online (Jiang and
Benbasat 2007). Enjoyment and pleasure may be induced
by increasing interactivity on a website (Fiore et al.
2005; Jiang and Benbasat 2007), which can be achieved
by implementing personalized services.
We argue that it is essential to study the relationship
between personalized services and emotions. Although
there are studies that explore the relationship between
personalization and some types of emotions (e.g., enjoy-
ment, pleasure), few studies have examined emotions as a
whole. Customers might experience both positive and neg-
ative emotions at the same time. Consequently, these emo-
tions need to be examined together in an attempt to explain
how their effects on customer behavior differ. Positive and
negative emotions are two basic, interrelated categories
that include all specific emotions, although some of them
might belong to both categories depending on the situation.
Hence, before examining specific emotions, the effects of
the two basic categories should be explained. Therefore,
our research aims to address the following research
questions:
RQ1: How does personalization affect online customers’
emotional states?
RQ2: How do positive and negative emotions, induced by
personalized services, influence online shopping
behavior?
We argue that it is important to go beyond specific types of
emotions, to an overall analysis of their relationship with
personalization and their effect on customers’ intention to
purchase. To achieve this goal, we take into account the effect
of personalized services on customers’ behavior, their increas-
ing growth over the past few years, and the direct effect of
emotions on customers’ attitudes and behavior. Furthermore,
it is important to study personalization alongside positive and
negative emotions, since isolating each set of emotions and
personalization enables the differentiation of the effects of
personalized services.
Hypotheses and model development
The aim of our study is twofold. On the one hand, we inves-
tigate the direct effects between personalization and emotions
(positive–negative) and intention to purchase; on the other
hand, we assess the indirect effects of emotions on the rela-
tionship between personalization and intention to purchase.
Effects of personalization on emotional states
Research has shown that personalization is important for
customers with an ultimate goal of creating a relationship with
an online vendor (Ligas 2004). Personalized services aim to
aid customers’ online decision-making process by
recommending products or services. Consumers develop pos-
itive feelings when they are treated as valuable customers and
their personal needs are taken care of. Zhang (2013) has
proposed that an interaction episode with information and
communication technology (ICT), and the quality of the
ICT, triggers affective states and evaluations. Personalized
services may be used to increase customers’ interactivity with
a website, and they have been found to enhance customers’
pleasure, arousal (Fiore et al. 2005) and enjoyment (Jiang and
Benbasat 2007). Regarding service quality in general, Smith
and Reynolds (2009) have found that the impact of the differ-
ent quality dimensions is more consistent on positive emo-
tions than on negative ones. In cases of diminishing levels of
service quality from online vendors, customers will experi-
ence feelings of betrayal and regret that may ultimately lead
them to switch to another vendor. These feelings are stronger
when a high quality relationship exists between customers and
online vendors (Grégoire et al. 2009). Complex and novel
environments are responsible for creating feelings of
enjoyment in terms of recommendations (Penz and
Hogg 2011), and if users feel that the personalized ser-
vice offered is novel they will enjoy using it (Ho 2012).
Wang et al. (2011), who – among others – provide strate-
gies in personalizing web aesthetics, found that websites
may simultaneously create both positive and negative
affective responses. Since personalization is based on
private information, it is expected to affect customers’
privacy issues, which in turn are found to be highly
related to emotions (Li et al. 2011). However, Xu et al.
(2011) posit that the use of personalized services may
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override customers’ privacy concerns. Ultimately, embed-
ding personalized elements in an online service might
increase customer satisfaction (Chang and Chen 2009).
For example, customers might feel good if a product
recommendation has predicted one of their needs. At
the same time trust issues might decrease since an online
vendor takes care of their needs personally. Based on the
above, we formulate the following research hypotheses:
H1a: Personalization will make shoppers’ positive emotions
stronger.
H1b: Personalization will make shoppers’ negative emo-
tions weaker.
Effects of personalization on intention to purchase
Recommendation agents with higher personalization can offer
better services to online shoppers because they utilize user
preferences more effectively (Komiak and Benbasat 2006).
Offering customers the ability to express their preferences
when shopping online has a positive effect on their intention
to purchase (Franke et al. 2009). Likewise, offering personal-
ized recommendations influences users’ decisions (Awad and
Krishnan 2006; Tam and Ho 2006). When users are intrinsi-
cally motivated (e.g., they enjoy the activity) by personalized
services their intentions to use such services are increased (Ho
2012). Marketers can increase customers’ interactivity and
facilitate their behavioral intentions by providing customized
information that will keep them personally involved and op-
timize the purchase process (Ha et al. 2010). Customers’
interactivity and the relevance of the information received to
customers’ personal concerns have an effect on their enjoy-
ment (Jiang and Benbasat 2007) and purchase behaviors
(Song and Zinkhan 2008). Online shoppers who increasingly
use recommendation systems and personalized services tend
to be more receptive to making online purchases (Dabholkar
and Sheng 2011). Zhang et al. (2012) have found that the
dimension of individualism (i.e., focus on the person) in online
shopping has a significant effect on purchasing intentions. In
addition, Kwon and Kim (2012) have posited that using
personalized services may increase customer loyalty. For in-
stance, when the recommendations are based on browsing
history and customers are able to make a purchase with just
a few clicks, they are more likely to complete that purchase.
Nevertheless, the effect of personalized services on cus-
tomers’ intention to purchase under the presence of emotions
as a whole has not been properly examined. Hence, we for-
mulate the following research hypothesis:
H2: Personalization will make shoppers’ intention to pro-
ceed to online purchases stronger.
Effects of emotions on purchase intentions
Customer emotions arise during consumption and affect be-
havior. Promotion and prevention emotions that occur from
product consumption have been found to directly affect cus-
tomers’ repurchase intentions (Chitturi et al. 2008). Kim et al.
(2007) have found that pleasure and arousal with internet
services has a positive effect on users’ attitude to the use of
the services. Furthermore, Beaudry and Pinsonneault (2010)
have found a positive association of happiness with IT use.
Likewise, in online shopping, positive emotions such as plea-
sure and arousal are important because they affect customers’
future behavior (Menon and Kahn 2002). Pleasure positively
affects customer behavior, increasing the chances of a suc-
cessful purchase (Eroglu et al. 2003). The pleasure that cus-
tomers feel when shopping online will positively impact their
attitude to online shopping. Similarly, shopping enjoyment
has a positive influence on a customer’s attitude towards
shopping at a website (Jiang and Benbasat 2007). Neverthe-
less, Penz and Hogg (2011) mention that arousal, depending
on how it occurs, may act as an emotion with either positive or
negative effects on customers’ behavior. Wang et al. (2011)
confirmed this finding as they found that arousal might have
either negative or positive effects on purchasing depending on
customers’ reasons for engaging in the process (i.e., purchase
task). In addition, negative emotions have been found to have
different effects on IT use; anxiety reduces IT use but anger
has no effect on it (Beaudry and Pinsonneault 2010). Never-
theless, customers may develop either positive or negative
emotions while using online services (Kuo and Wu 2012).
Furthermore, previous studies have showed that positive emo-
tions have a strong positive effect on customers’ intentions
(Koo and Ju 2010). It is essential to examine emotions at the
same time, but as two different factors, because theymay have
different effects on customers’ behavior.
Positive feelings are expected to rise when individual needs
are taken care of and customers feel more valued. Information
overload during the shopping process disrupts customers’
emotional state and their intention to shop again in the future
(Rose et al. 2012). However, using personalized services may
prevent this by helping them make a decision regarding prod-
uct selection (Tam and Ho 2006). Penz and Hogg (2011) have
found that specific types of emotions, which in general could
be positive or negative, might act as mediators that influence
customers’ intention to purchase. Additionally, Valenzuela
et al. (2009) have found that negative emotions that occur
from product customization weaken customers’willingness to
purchase a product, but such negative emotions might be
reduced with self-customization, that is “the process by which
customers customize offerings to their own preferences”
(p.754). When customers develop positive or negative emo-
tions while receiving or using personalized services, they tend
to give themmore or less weight respectively. In turn, this may
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strengthen or weaken their intention to purchase. For example
a customer who feels happy and satisfied with a recommen-
dation is more likely to complete a purchase than a customer
who feels anxious or uncertain about it. Based on the above
we formulate the following hypotheses.
H3a: Shoppers’ positive emotions will make their intention
to proceed to online purchases stronger.
H3b: Shoppers’ negative emotions will make their intention
to proceed to online purchases weaker.
Figure 1 presents the proposed research model.
Methodology
Sampling
Our research methodology included a survey conducted
through the delivery and collection of individual question-
naires. It was made clear that there was no reward for the
respondents and that participation was voluntary. The sur-
vey was executed in June and July 2012. We opted for 600
(Greek) users of online retailers, of which 182 finally
responded.
As Table 2 shows, the sample of respondents was com-
posed almost equally of men (53.8 %) and women (46.2 %).
In terms of age, the majority of the respondents (30.8 %) were
between 25 and 29 years old, 25.3 %were between 18 and 24,
and 24.2 % were between 30 and 39. The vast majority of
respondents (86.8 %) were graduates or post-graduate stu-
dents. The sample consisted of experienced online shoppers
who have used online personalization services in the past. In
the clarification letter accompanying the questionnaire, fol-
lowing a description of personalization, the respondents were
asked to answer the questions based on their experiences of
using the personalized services of both international and
Greek online vendors. Respondents had made an average of
13.3 online purchases in the past 6 months (S.D. 29.3).
Measures
The questionnaire was divided into two parts. The first part
included questions about the demographics of the sample
(age, gender, education). The second part included measures
of the various constructs identified in the literature review
section. Table 3 lists the operational definitions of the con-
structs in this theoretical model as well as the studies from
which the measures were adopted. The appendix lists the
questionnaire items used to measure each construct, along
with descriptive statistics and loadings. We employed a 7-
point Likert scale anchored from 1 (“completely disagree”) to








Fig. 1 Research model
Table 2 Users’ demo-
graphic profile Demographic Profile No %
Gender
Male 98 53.8 %
Female 84 46.2 %
Marital status
Single 132 72.5 %
Married 45 24.8 %
Divorced 5 2.7 %
Age
0–17 6 3.2 %
18–24 46 25.3 %
25–29 56 30.8 %
30–39 44 24.2 %
40–49 20 11 %
50+ 10 5.5 %
Education
Middle School 2 1.1 %
High School 22 12.1 %
University 78 42.8 %
Post Graduate 80 44 %
Online purchases the past 6 months
Mean 13.3
S.D. 29.3
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Data analysis
Structural equation modeling was conducted using AMOS
version 18.0 software, based on Byrne (2009). At first, a
measurement model was created based on a confirmatory
factor analysis, and then the structural model was built in
order to test the hypothesized relationships.
Reliability and validity
The constructs used in this research were first evaluated for
reliability using the Cronbach alpha indicator, which needs to
be higher than 0.7 for every factor. Then validity was exam-
ined, which requires that average variance extracted (AVE)
should be greater than 0.50 (Fornell and Larcker 1981), the
correlation between the different variables in the confirmatory
models should not exceed 0.8 points as this would suggest low
discrimination, and the square root of each factor’s AVE
should be larger than its correlations with other factors
(Fornell and Larcker 1981; Lee et al. 2009). To test how well
the model fits its data, several goodness of fit indices were
used. Root mean square error of approximation (RMSEA),
normed fit index (NFI), comparative fit index (CFI) and χ2/df
ratio were all used to evaluate model-data fit (Byrne 2009).
RMSEA less than 0.05 suggests good model-data fit and
between 0.05 and 0.08 suggests reasonable model-data fit.
NFI indices greater than 0.95 and CFI indices greater than
0.90 suggest good model-data fit. A χ2/df ratio less than 3 is
acceptable.
Findings
First, an analysis of reliability and validity was carried out.
Reliability testing, based on the Cronbach alpha indicator,
shows acceptable indices of internal consistency since all
constructs exceed the cut-off threshold of 0.70. The AVE
for all constructs ranges between 0.681 and 0.805, exceed-
ing the cut-off threshold of 0.50. Finally, all correlations
are lower than 0.80, and square root AVEs for all con-
structs are larger than their correlations. Our findings are
illustrated in Table 4.
The fit indices of the research model are presented in
Table 5. All values are within the recommended range. Spe-
cifically, χ2/df=1.55, NFI=0.96, CFI=0.98 and RMSEA=
0.06.
The estimated path coefficients of the structural model
were examined in order to evaluate our hypotheses. Figure 2
Table 3 Construct definition and instrument development
Construct Operational definition Source
Personalization (PER) Tailoring content and services to match the buyer’s
personal interests or preferences.
Xu et al. (2011)
Positive Emotions (POS) Measuring the customer’s positive emotions when
using personalized services.
Kuo and Wu (2012)
Negative Emotions (NEG) Measuring the customer’s negative emotions when
using personalized services.
Kuo and Wu (2012)
Intention to Purchase (INT) The consumer’s intention to shop online based on
personalized services.
Chen and Chou (2012); Lu et al. (2011)
Table 4 Descriptive statistics and correlations of latent variables
Construct
Construct Mean SD CR AVE PER POS NEG INT
PER 4.67 1.60 0.921 0.799 0.893
POS 3.97 1.71 0.923 0.805 0.548** 0.897
NEG 2.53 1.70 0.933 0.681 −0.131* −0.301** 0.825
INT 4.05 1.67 0.939 0.694 0.531** 0.751** −0.314** 0.833
Diagonal elements (in bold) are the square root of the average variance extracted (AVE). Off-diagonal elements are the correlations among constructs (all
correlations are significant, **p<0.01; *p<0.05). For discriminant validity, diagonal elements should be larger than off-diagonal elements. PER,
Personalization; POS, Positive Emotions; NEG, Negative Emotions; INT, Intention to Purchase
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presents the analysis of the research model. Personaliza-
tion has a significant effect on positive emotions but no
significant effect on negative emotions. Our findings
support H1a but reject H1b. Moreover, personalization
has a positive effect on intention to purchase, supporting
H2. Regarding emotions, they both have a significant
effect on intention to purchase. Specifically, positive
emotions have a positive effect on intention to purchase,
supporting H3a, while negative emotions have a negative
significant effect on intention to purchase, supporting
H3b. Square multiple correlations (R2) are presented in
Fig. 2 as well. The R2 for positive emotions was 0.34,
for negative emotions 0.13, and for intention to purchase
was 0.65. Values higher than 0.26 imply high effect of
the predictors of positive emotions and intention to pur-
chase respectively.
Regarding mediating effects of emotions on the relation
between personalization and intention to purchase, the boot-
strap estimation procedure in AMOS was used. This method
is the most accurate for computing confidence intervals for
indirect effects (MacKinnon et al. 2004). The indirect effect of
personalization on intention to purchase was estimated to be
0.40 (p<0.05). The lower and upper bounds of the estimate
are 0.30 and 0.52, with 95 % confidence respectively. Since,
there is no overlap with zero in the 95 % confidence interval,
the indirect effect is significant at p<0.05. Because the effect
of personalization on negative emotions is not significant,
only positive emotions act as a mediator on the effect of
personalization on intention to purchase.
Discussion and conclusions
Summary of contribution
This study is one of the first to differentiate emotions into two
separate categories (positive and negative) and examine them
through the lens of personalized services. In particular, it
identifies the importance of positive emotions over negative
emotions in affecting customers’ intentions to purchase based
on personalized services. It provides evidence for the state-
ment that using recommendations and personalized services
do not frustrate customers or negatively affect their purchase
intentions. On the contrary, such services enhance customers’
positive emotions. In view of this, we provide evidence that
using personalization as an online marketing tool will help
practitioners to keep their customers happy, which may even-
tually lead to them spending more money and making more
purchases.
In order to understand customers’ intentions towards online
shopping we explored the relations between personalization,
formulation of positive and negative emotions during online
shopping, and purchase intention. Our findings indicate that
personalized services partially affect customers’ emotions. In
particular, personalization influences positive emotions but
does not affect negative ones. Additionally, the results suggest
that personalization remains a predictor of online purchase
intentions. We also found that positive emotions mediate the
relationship between personalization and intention to pur-
chase. In effect, personalization features of e-shops may evoke
positive emotions that, in turn, might increase purchase
intentions.
Our study revealed that there is no association between
personalization and negative emotions, partially correspond-
ing to Smith and Reynolds (2009), who found that the impact
of different service quality dimensions, such as personaliza-
tion, is more consistent on positive emotions than on negative
ones. However, the proposed negative effect was marginally
rejected. This may be due to the level of experience of the
customer, so they might behave differently when they receive
Table 5 Overall model fit indices for the structural model
Model fit indices Results Recommended value












***p < 0.001, **p < 0.01, *p < 0.05
Fig. 2 SEM analysis of the
research model
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personalized services; therefore, the effect on negative emo-
tions is not significant. Specifically, in the case of an unsuc-
cessful personalized offer, users’ negative emotions might not
be affected because experienced users are able to find the
product they need without assistance. In addition, this result
can be attributed to the existence of other factors that have a
stronger effect on emotion formulation, such as presentation
timing, recommendation type (Ho et al. 2011), or trust and
anxiety (Pappas et al. 2013). Our findings do not verify
Valenzuela et al. (2009), who found that self-customization
might reduce the negative feelings that result from product
customization.
In congruence with other studies (e.g., Lee and Park 2009),
it was found that personalization will raise customers’ inten-
tion to shop online because it answers their needs by providing
the right services or products. Among emotions, positive
emotions significantly affect intention to purchase; the better
customers feel about online shopping and the personalized
services they receive, the more likely they are to make pur-
chases. This is consistent with the findings of Koo and Ju
(2010) that positive emotions (i.e., pleasure and arousal) have
a positive effect on online shopping intention. Similarly, it was
confirmed that negative emotions decrease customers’ inten-
tions to purchase online; the worse customers feel about
online shopping and personalized services, the less likely they
are to make a purchase.
The study also revealed the mediating role of positive
emotions, which enhance the relationship between personali-
zation and intention to purchase. The current finding indicates
that individuals who develop positive emotions are more
likely to shop online in the future when using personalized
services. The difference between the direct and indirect effect
of personalization on intention indicates the important role of
emotions in online shopping, since the indirect effect is stron-
ger. Nevertheless, the mediating effect of negative emotions
could not be confirmed as the negative effect of personaliza-
tion on negative emotions was not significant. Our findings
are partially consistent with Penz and Hogg (2011), who
found that both types of emotions may act as mediators.
Theoretical implications
Information systems and marketing literature have studied
personalization and recommendation agents extensively.
Studies include different types of emotions (e.g., enjoyment,
happiness, anxiety, anger) examined alongside traditional In-
formation System factors on existing models. Nonetheless,
emotions as a whole have not been examined and an overall
view of their effects on customers’ behavior when receiving
personalization is necessary. Although we found that negative
emotions are less significant than positive emotions, our study
verifies the importance of emotions as a whole. Indeed,
formulation of emotions may lead to impulse purchases
(Parboteeah et al. 2009), a behavior which has recently been
described as “emotionalized buying” (Xiao and Nicholson
2012). There is not sufficient research in that area, and this
study is a first step towards the understanding of emotions in
personalized online shopping, leading researchers to focus on
both positive and negative emotions.
With respect to the aforementioned direction, our study
contributes to the literature on personalization and user-
oriented services by providing an integrated picture of emo-
tions. By revealing the importance of emotions it is made clear
that affective factors are of equal importance to cognitive
factors, adding to the statement that IT research should be
concerned with affective factors. Only recently, an Affective
Response Model has been proposed by Zhang (2013). Addi-
tionally, the fact that positive and negative emotions together
affect customer behavior is a hint that new models are needed
that include more than just “some” emotions (e.g., arousal,
pleasure). These models should also include aesthetics, which
have been found to directly affect emotions (Wang et al.
2011). However, our findings indicate that affective factors
should be studied as mediators for the effect of cognitive and
aesthetic factors on behavior.
Since emotions comprise a multidimensional concept, fu-
ture research might delve into the specific interactions be-
tween distinct online customers’ emotional states and corre-
sponding behavior formulation. For example, Mehrabian and
Russell (1974) developed the PAD framework, which distin-
guishes between three types of emotional states: pleasure,
arousal, and dominance; each state is measured by multiple
values. The framework has been employed to explain emotion
formulation and shopping behavior in e-commerce (Huang
2003). Nevertheless, such models do not provide a clear
distinction between positive and negative emotions. Emotion-
al states are captured in an aggregated manner, consolidating
responses from multiple variables, each measuring a unique
state. An attempt to label different emotional states as positive
or negative has been proposed by Roseman (1996) and may
be used by scholars to expand and concretize our proposed
model.
Our empirical research has addressed several shortcomings
of previous studies in the area. Specifically, Kuo and Wu
(2012) reveal that customers might have positive or negative
emotions during online shopping or while using the different
services provided. Hence, their results do not examine the
relation with personalized services and customers’ intention
to purchase. Likewise, Penz and Hogg (2011) state that emo-
tions might have a positive or negative influence on cus-
tomers’ attitudes and behavior. Nevertheless, they treat emo-
tions in a unidimensional manner. Furthermore, Koo and Ju
(2010) focus on the effect of positive emotions on online
shopping intention without taking into account the effect of
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negative emotions. Lee and Park (2009) study the influence of
online service personalization on purchase intentions, taking
into account the effects of subjective norms on customers’
attitudes. We complement their findings by confirming the
mediating role of emotions on the relationship between per-
sonalization and purchase intention.
Practical implications
Our study is one of the few so far to include personalization as
a predictor variable. The results suggest that personalization is
an important factor in the development of customers’ emo-
tions. Hence, providing personalization helps to increase pos-
itive emotions in online shopping, but it was not confirmed
whether it could also mitigate the formulation of negative
emotions. Likewise, emotions have been found to significant-
ly affect online shopping behavior: positive emotions will
likely increase online purchases while negative emotions will
have an opposite effect. Our findings advocate that positive
emotions are more important than negative ones, and a rise in
negative emotions might not have a great effect on customers’
intentions if their positive emotions rise as well. Hence, e-shop
interaction designers may manipulate the emotional state of
online shoppers by giving them the expectation of purchasing
desirable items or services in order to increase customer
loyalty and overall online sales. Likewise, designers should
stimulate customers so they perceive personalized services as
an opportunity to gain additional rewarding benefits.
In addition, web designers should implement personaliza-
tion tools (e.g., product recommendations, social login, be-
havioral targeting) on their websites in order to evoke positive
emotions. Personalization, when offered to customers in the
right way, is expected to increase positive emotions and de-
crease negative ones. Consequently, when offered inadequate-
ly it might produce negative emotions. Furthermore, using
personalized services has been found to increase the percep-
tion of invasion of privacy, which in turn increases negative
emotions, but our study found no effect of personalization on
negative emotions. It is interesting that personalization has no
effect on negative emotions. Our results indicate that cus-
tomers are generally satisfied with personalized services,
hence the strong effect on positive emotions. This conclusion
is enhanced by the fact that they have no effect on negative
emotions. This might be related to the kinds of products
customers purchase using personalized services, and there
might be a trade-off between functional and hedonic content
towards the latter, since hedonic options are most likely relat-
ed to positive emotions (Chitturi et al. 2007). Additionally,
customers with more experience know what to expect from
personalized services and how to use them for their own
benefit.
The formulation of positive or negative emotions during
personalized online shopping might influence customers’ per-
ceptions of important vendor-related criteria, such as the qual-
ity of the relationship between vendor and customer, and the
degree of trust in and trustworthiness of the vendor. Indeed,
past research (Sanchez-Franco and Rondan-Cataluna 2010;
Hwang and Kim 2007) shows that customers who evoke
positive emotions through their interactions with a website
might consider the online service safe, therefore their need to
trust the service before engaging in any interaction will be-
come less important. Conversely, negative emotions will like-
ly develop feelings of threat and pessimism, which might lead
to increased perceptions of risk regarding the outcome of the
online transaction. Hence, trust will becomemore important in
order to alleviate these concerns. In the same spirit, positive
emotions might reinforce feelings of satisfaction and loyalty
with the online service provider, which in turn might strength-
en the relationship quality between the customer and the
online vendor (Sanchez-Franco and Rondan-Cataluna 2010).
Future research and limitations
As with any empirical study, there are some limitations. First,
our sample included mostly Greek online shopping cus-
tomers. Additionally, the subjects were highly experienced
in online shopping and highly educated, so this may limit
the generalization of the findings somewhat. Second, the
findings are based on self-reported data; other methods such
as in-depth interviews and observations could provide a com-
plementary picture of the findings. Third, in the present study
we only investigate positive and negative emotions, while
other aspects of individual emotions – such as anxiety, anger
or happiness – that have been proven to affect behavior
(Giannakos et al. 2012) were not included. Future research
on these aspects would be a valuable contribution to the
understanding of customers’ emotions using personalized ser-
vices. In addition, it would be interesting to see how privacy
and trust issues would differentiate the results by examining
how customers’ emotions are influenced when they have to
sacrifice their privacy to receive personalized services, and
how their trust in the online vendor differentiates their
decisions.
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